ABSTRACT
INTRODUCTION
additionally discovered that communication can be regarded as a predictor of trust and commitment. Christiansen and DeVaney (1998) repeated the same study within the insurance agent context and found that of all the variables investigated, communication had the greatest impact on trust and commitment. Sharma and Patterson (1999) in their study within the financial planning environment found that communication with regards to the technical quality of advice provided had a positive impact on the client's trust as well as relationship commitment towards the insurance agent.
Consequently, within the context of the insurance industry, quality advice can be viewed as essential for the development of trust and commitment with customers and can be defined as the skill of the insurance agent to convey valuable and timely advice (Shafique, Ahmad, Abbass, & Manzoor, 2015, p. 110; Sharma & Patterson, 1999) . From the selection of studies highlighted above it can further be observed that trust and commitment appear to be important antecedents of customer loyalty towards insurance agents as well, and because of their link to both quality advice and customer loyalty, additionally have the potential to serve as mediating variables in the relationship between quality advice and customer loyalty.
To date a vast number of studies have been conducted on the mediating role of trust, commitment or a combination of the two factors. These studies, however, have mainly focused on independent variables such as corporate reputation (Chang, 2013) , service customisation (Coelho & Henseler, 2012) , relational benefits (Dagger & Brien, 2010) , brand experience (Iglesias, Singh, & Batista-Foguet, 2011) , loyalty programs (Ou, Shih, Chen, & Wang, 2011) and other factors such as termination costs, special treatment benefits, social benefits, confidence benefits and opportunistic behaviours (O'Mahony, Sophonsiri, & Turner, 2013) . The mediating role of trust and commitment in the relationship between quality advice and customer loyalty has not been explored before within the context of the insurance agent environment specifically. As such, it was the aim of this study to address the gap that exists within the marketing literature. Specifically, it was hypothesised that quality advice has a significant positive indirect effect on customer loyalty, as mediated by trust and commitment. Such a finding would have important practical implications for insurance agents, as it would mean that they need to concentrate on the provision of quality advice and at the same time ensure that their actions would lead to clients trusting them and remaining committed to the relationship. From a business psychology perspective, the findings of the study could also have meaning to larger organisations in the financial industry and other sectors of the economy. Should an indirect relationship between quality advice and customer loyalty be confirmed, it would be imperative for organisations to obtain more insight into the fundamental principles required for engaging consultative personnel and ensuring that they are in a position to provide quality advice. It would also be important to obtain a greater understanding of the psychology behind client trust and commitment and the type of work atmosphere required for ensuring that employees are able to perform their role effectively in establishing the necessary bond with the customer. Insight into these matters could assist consultative personnel in fostering solid client relationships that have the potential to deliver great profit over the long term.
While no consensus has been reached on a formal definition for customer loyalty, it seems that most researchers are in agreement that the construct of customer loyalty consists of a behavioural as well as an attitudinal dimension (Bowen & Chen, 2001; Chaudhuri & Holbrook, 2001; Dick & Basu, 1994; Jones & Taylor, 2007; Pan, Sheng, & Xie, 2012, p. 156) . The behavioural dimension of customer loyalty relates to actions such as repeat purchase or word-of-mouth recommendations, while the attitudinal dimension is concerned with the customer's level of affection towards the organisation (Kandampully, Zhang, & Bilgihan, 2015, p. 381; Yoo & Bai, 2013, p. 167) . Consequently, based on this classification, the view of Yoo and Bai (2013, p. 167 ) was adopted for the purpose of this study. More specifically, Yoo and Bai (2013, p. 167 ) define customer loyalty as "a customer's repeat visitation or repeat purchase behaviour while including the emotional commitment or expression of a favourable attitude toward the service provider".
Customer loyalty is further regarded as an outcome of successful relationship marketing practices (Ndubisi, 2007, p. 103) . Relationship marketing was initially defined as an approach followed by organisations to form relationships with customers and to ensure that these relationships are developed and sustained on a continuous basis (Berry, 1983) . According to Ndubisi (2007, p. 99) , Grönroos (1994) later noted that the aim of relationship marketing is to "to establish, maintain, and enhance relationships with customers and other partners, at a profit, so that the objectives of the parties involved are met". Relationship marketing as such can be viewed as a business strategy aimed at establishing and sustaining long-term relationships with customers that are mutually rewarding and which are achieved through having conversations with customers, treating customers as individual persons and fulfilling promises (Ndubisi, 2003a (Ndubisi, , 2003b Ndubisi, 2007, p. 99; Rapp & Collins, 1990) . O'Malley and Tynan (2000) further point out that relationship marketing practices have a greater chance of being successful when high involvement goods or services are purchased, when customers can engage in personal dialogues and are willing to form relationships with organisations. Crosby, Evans, and Cowles (1990, pp. 68-69) , from a similar perspective, note that various studies have indicated that effective relationship selling is vital when a customised and complex service is offered (Berry, 1983; Levitt, 1983; Lovelock, 1983) , buyers do not have the necessary qualifications (Ghingold & Maier, 1986) , and business is conducted in a dynamic and uncertain environment (Zeithaml, 1981) . Customers in the financial services industry experience many of these problems and it is therefore essential for insurance agents to form strong relationships with their clients.
While a vast number of factors have been associated with relationship quality, trust and commitment are two of the factors that have been examined most (De Wulf, Odekerken-Schröder, & Lacobucci, 2001; Odekerken-Schröder, De Wulf, & Schumacher, 2003; Roberts, Varki, & Brodie, 2003; Walter, Muller, Helfert, & Ritter, 2003; Yen, Liu, Tsai, & Lai, 2012, p. 19) . Moreover, within the context of the insurance industry, both these variables have also been found to be important antecedents in the establishment of a quality relationship with the insurance agent (Hunt, Brimble, & Freudenberg, 2011, pp. 81-82) .
Consequently, the remaining part of the literature review provides more insight into trust and commitment and the mediating role that these factors play in the quality advice and customer loyalty relationship.
Trust as a Mediator of the Quality Advice and Customer Loyalty Relationship
The concept of trust was initially defined as the willingness of one individual to depend on another individual in whose ability to act reliably and with integrity one has faith (Moorman, Deshpande, & Zaltman, 1993; Morgan & Hunt, 1994) . Later studies revealed that the concept of trust is in fact a multi-dimensional construct comprising a number of facets, for example honesty and fairness (Morgan & Hunt, 1994) , competence and benevolence (Singh & Sirdeshmukh, 2000) , cognitive assessments of an individual's competence and trustworthiness, affective dimensions involving feelings of care and concern, and behavioural components such as the inclination to act (Sekhon, Shergill, & Pritchard, 2013, pp. 2-5) .
While many definitions of trust have been provided, Nguen and Mutum (2012, p. 407) are of the opinion that "there is nevertheless a common and shared notion that trust is a feeling of security based on the belief that favourable and positive intentions towards welfare are on the agenda, as opposed to lying or taking advantage of the vulnerability of others". This belief is also upheld by Yen, Liu, Tsai, and Lai (2012, p. 19) , who state that "trust in relational sales contexts can be defined as a confident belief that the salesperson can be relied on to behave in such a manner that the long-term interest of the customer will be served". Within the context of this study, trust can therefore be regarded as the client's perceptions of the insurance agent's honesty as well as the feeling that the insurance agent listens to the client and acts in the client's best interest. Morgan and Hunt (1994) , in their seminal work on trust, further indicated that communication can be viewed as an important antecedent of trust. This relationship was later also confirmed by other authors (Christiansen & DeVaney, 1998; Sharma & Patterson, 1999) who conducted studies in the insurance agent environment. A positive relationship has also been found between the quality of advice provided and trust towards the agent (Sharma & Patterson, 1999) . Consequently, given the findings of previous research, it was expected that within the context of this study the insurance agent's quality advice would also have an impact on whether clients would trust them. Considering the work of Sharma and Patterson (1999) , quality advice for the purpose of this study could further be interpreted as the customer's perception of the quality of information or advice related to the insurance products and financial planning decisions provided by the insurance agent. Lastly, many empirical studies have confirmed that trust can affect the customer's feelings of loyalty towards the organisation (Chiu et al., 2009; Ganesan, 1994; Gefen, 2000; Lee, 2005; Liu et al., 2005; Morgan & Hunt, 1994; Sumaedi, Bakti, Rakhmawati, Astrini, Widianti, & Yarmen, 2014, p. 271; Wen, Lan, & Cheng, 2005; Yoo & Bai, 2013, p. 167 ). As such, it was also anticipated that trust could have an impact on customer loyalty within the context of this study and, if this expectation was correct, could further play a mediating role in the relationship between quality advice and customer loyalty.
Commitment as a Mediator of the Quality Advice and Customer Loyalty Relationship
The concept of commitment has been defined in many different ways as well. Seminal contributions have been delivered by Moorman, Deshpande and Zaltman (1993) and by Morgan and Hunt (1994) , which collectively define the construct as an aspiration and maximum effort to maintain a relationship that is believed to have merit. Allen and Meyer (1990) conducted a study of the types of commitment employees might have towards their organisations and discovered that commitment is in fact operationalised with three sub-dimensions, namely affective, normative and calculative commitment. Affective commitment relates to an individual's aspiration to continue the relationship, normative commitment refers to an individual's feeling of duty to remain in the relationship, and calculative or continuance commitment refers to an individual's willingness to continue the relationship due to the fact that the sacrifices associated with terminating the relationship would be too great (Jones, Fox, Taylor, & Fabrigar, 2010, p. 17) . Since the initial publication of their work many articles have also appeared in peer-reviewed literature that verified the relevance of the three sub-constructs to the marketing domain (Bansal, Irving, & Taylor, 2004; Barksdale, Johnson, & Suh, 1997; Beatty, Reynolds, Noble, & Harrison, 2012; Cater & Zabkar, 2009; Lariviere, Keiningham, Cooil, Aksoy, & Malthouse, 2014, p. 76) . Jones, Fox, Taylor, and Fabrigar (2010, p. 17) further profess that, in essence, the concept of commitment indicates a consumer's dedication as well as motivation to remain in a relationship and, considering the three sub-dimensions of commitment, is based on the customer's belief that he/she "wants to remain in the relationship", "should remain in the relationship" or "have to remain in the relationship" (Jones, Fox, Taylor, & Fabrigar, 2010, p. 17) . Consequently, within the context of this study, commitment can be regarded as consumers' belief that the agent has their best interest at heart (causing them to want to remain in the relationship), that the agent makes annual adjustments to suit their financial needs (causing them to feel they should remain in the relationship) and that doing business with the practice has been worthwhile (causing them to think they have to remain in the relationship).
Additionally, similar to the concept of trust, quality advice has also been identified as an important antecedent of commitment (Sharma & Patterson, 1999) , as stated earlier in this article. Consequently, it was also expected in this study that quality advice by the insurance agent would impact on whether clients would be committed to their insurance agents. More specifically, should the insurance agent provide quality advice to the client in terms of insurance products and financial planning, clients could believe that their commitment to the relationship would be worthwhile and would make an effort to connect at both an emotional and a cognitive level. Lastly, given the previously established relationships between quality advice and commitment as well as between commitment and customer loyalty (Hunt, Brimble, & Freudenberg, 2011, pp. 81-82; Yeske, 2010, p. 40) , it was also possible that commitment could further play a mediating role in the relationship between quality advice and customer loyalty. A cross-sectional study that was exploratory and quantitative in nature was designed to test the research hypotheses formulated. The context of the study was clients of independent insurance agents in South Africa. (Independent insurance agents normally operate a small business and sell the financial products of insurance companies to clients. They are not employed by the insurance company and only receive commission for their services delivered.) The target population included all respondents in South Africa that purchased a financial services product from their insurance agents in the last ten years. A ten-year period was selected as it was argued that financial services products are purchased on an infrequent basis. A convenience sampling method was applied to select the respondents for the study because a comprehensive list of the target population was not available. Respondents forming part of the target population were approached to complete a self-administered questionnaire. If the respondent refused to participate, the next available respondent adhering to the requirements of the population was requested to complete the survey.
In the end, the respondents interviewed seemed to be in a good position to comment on the experience they had had with their insurance agents, as most of them (76%) had been doing business with their insurance agents for more than two years. The majority of the respondents further earned an income of more than R20 000 per month (69%), and the respondents comprised an almost equal number of males (49.79%) and females (50.21%). Also, the majority of the respondents were between the ages of 18 and 47 years (70%), and a total of 39% of the respondents were white, 51% were African and the remaining 10% of the sample comprised Coloured and Indian/Asian people. (The racial categories used are officially recognised and regarded as inoffensive designations in South Africa.)
It was decided to include a number of control variables in the survey that could affect the outcome of the study and which subsequently had to be controlled before the analysis could be concluded. The control variables included the types of financial services product bought (for example life insurance, retirement annuity policy, other investment products, medical aid) as well as the respondents' perceptions of customer satisfaction. Potential variation in responses due to the type of financial services product bought as well as the client's overall satisfaction with the service delivered had to be eliminated to obtain a true insight into the significance of the proposed model.
The questionnaire used in the survey firstly collected information on the demographic profiles of the respondents as well as the categorical variables measured, namely type of financial services product bought in the last ten years and whether the respondents thought the financial advice provided by the agent was of good quality. A five-point Likerttype scale ranging from "strongly disagree" (score 1) to "strongly agree" (score 5) was then used to design the continuous scale for measuring the respondents' perceptions regarding customer satisfaction, trust, commitment and customer loyalty. Previous studies conducted and validated by Du Plessis (2010) as well as Van Vuuren (2011) in the insurance and services industry informed the design of the questionnaire as well as the scale items that were listed under each construct. SPSS 22.0 and Amos 22.0 were used to analyse the empirical findings and to reach a conclusion on the hypotheses tested. 
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RESULTS
A preliminary analysis was conducted first to ensure that the data set obtained adhered to the underlying assumptions required for conducting a hierarchical regression analysis.
Preliminary Analysis
A total of 262 respondents were approached and participated in the survey. Following a preliminary analysis of the empirical data, the decision was made to discard 20 questionnaires due to a large number of incomplete responses and to control for the effect of extreme rating patterns that were detected. The critical Mahalanobis distance values 20.515 (df=5), 22.458 (df=6) and 26.125 (df=8) as suggested Allen and Bennett (2012, p. 188) were used as a guideline. The remaining data set still contained a few missing responses (fewer than five values per construct). Mean substitution was used to replace these missing values, except in the instance where the respondents were requested to indicate the types of financial services products they had bought in the last ten years. The final sample size used in the analysis was therefore 242 respondents, representing a realisation rate of 92.37%. This sample size was deemed adequate given the fact that it is larger than the required sample size of 50 + 8 (number of variables investigated), as recommended by Tabachnick and Fidell (2013) .
Furthermore, considering the fact that the sample size was greater than 200 respondents, the distribution of the data set did not require further investigation (Tabachnick & Fidell, 2013, p. 80) . Each category (construct) investigated comprised roughly the same number of cases, and the data were not collected in any group setting, or where the participants had any interaction with one another, which could have influenced the responses. No evidence of multicollinearity was detected, as the tolerance values as well as VIF values for all predictor variables investigated remained within the required parameters as outlined by Allen and Bennett (2012, p. 188) . Finally, the normal probability plot and the scatterplot of standardised residuals evidenced that the assumptions of normality, linearity and homoscedasticity (Allen & Bennett, 2012, p. 183) were met.
Descriptive Statistics
Only 56.4% of the respondents indicated that they had bought a life insurance policy from their insurance agent in the past ten years, 35.3% had bought a retirement annuity, 26.1% had bought other investment products such as an endowment policy, unit trusts and shares, and 22.8% had bought a medical aid policy. Furthermore, the majority of the respondents interviewed (72.5%) indicated that they believed the financial advice provided by the agent had been of good quality. Table 1 provides a summary of the means and standard deviations derived from the continuous variables examined. Customer satisfaction was rated highest by the respondents (M=3.898, SD=0.787), followed by trust (M=3.679, SD=0.847), customer loyalty (M=3.557, SD=0.979) and customer commitment (M=3.555, SD=0.872). Overall, it seems that the respondents tended to agree with the statements that were measured.
Validity and Reliability
Prior to the execution of the field study, face validity was obtained through the selection of scale items that seemed to fit well with the aspect they were intended to measure as well as the definition of the respective constructs. After the fieldwork was completed, a confirmatory factors analysis was performed to further assess the validity and reliability of the continuous variables measured.
The standardised factor loadings obtained (refer to Table 1 ) are all above the lower limit of 0.5, as suggested by Hair, Anderson, Tatham, and Black (1995) . All measurement items examined also loaded significantly onto their respective constructs (p<0.01) and can consequently be deemed representative of the scales they were assigned to. The measurement model further provided good fit statistics and as such confirmed the presence of construct validity: χ2(38) = 95.127, CFI=0.973, IFI=0.973, RMSEA=0.079, GFI=0.934 and RFI=0.936, Chisq/df=2.503. 
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The relationship between the financial adviser's practice and me is mutually beneficial. Table 2 reflects the findings of the hierarchical regression analysis conducted to test H1 and H4. H1 stated that quality advice has a significant positive relationship with trust towards the insurance agent. H4 stated that quality advice has a significant positive relationship with commitment towards the insurance agent. Following the research findings it was possible to conclude that both hypotheses should be accepted. The standard regression coefficient for the relationship between quality advice and trust was 0.311 (p<0.05), and for the relationship between quality advice and commitment it was 0.270 (p<0.05). In addition, the change in adjusted R² from the initial regression model (model 1), which includes the control variables life insurance, retirement annuity policy, other investment products, medical aid and customer satisfaction, to the model which added quality advice (model 2) was also statistically significant when both trust and commitment were measured as the dependent variables. Table 3 displays the findings of the hierarchical regression analysis conducted to test H2 and H5. H2 stated that trust has a significant positive relationship with customer loyalty towards the insurance agent, and H5 stated that commitment has a significant positive relationship with customer loyalty towards the insurance agent. Following the research findings it was also possible to accept these hypotheses. The standard regression coefficient for the relationship between trust and customer loyalty was 0.205 (p<0.05), and for the relationship between commitment and customer loyalty it was 0.585 (p<0.05). The change in adjusted R² between model 1 and 2 as well as between model 2 and 3 was also statistically significant (p<0.0001).
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Hypothesis Testing
Hypotheses H3 and H6 stated that the relationship between quality advice and customer loyalty would be mediated by trust and commitment, respectively. To conclude on these hypotheses, it was necessary to test for full mediation. Firstly, evidence is required of a positive and significant relationship between quality advice and trust and well as between quality advice and commitment. Table 2 confirms these relationships. A positive and significant relationship is also required between quality advice and customer loyalty. This condition was met, as confirmed in Table 3 (model 2) . A positive and significant relationship is further required between trust and customer loyalty as well as between commitment and customer loyalty. Lastly, a non-significant relationship is required between quality advice and customer loyalty after the effect of trust and commitment has been controlled. These conditions were also met, as indicated in Table 3 (model 3). The effect of work quality on customer loyalty became statistically insignificant after trust and commitment, both statistically significant, were added to the model. H3 and H6 can therefore also be accepted. 
DISCUSSION AND IMPLICATIONS
Contributing to the literature, this study represents the first of its kind to investigate the mediating effect of trust and commitment on the relationship between quality advice and customer loyalty within the insurance agent environment. From the results, it was possible to propose a model that could be applied to the insurance agent context to foster customer loyalty. More particularly, it became evident that insurance agents should focus strongly on building trust and commitment. The addition of these mediating variables to the relationship between quality advice and customer loyalty contributes to a 27% change in the adjusted R² value and resulted in a much higher R² value of 0.77 in the final model (model 3). Insurance agents therefore cannot rely only on the provision of quality advice to ensure that their clients will remain loyal to them over the long term. It is also important to ensure that their clients perceive them as honest professionals who listen to their concerns and requests and have their best interest at heart. Furthermore, insurance agents should also ensure that their clients have the opinion that doing business with the practice is worthwhile, causing them to want to commit to the relationship at both a cognitive and an emotional level. Insurance agents, however, should be cautious about approaching trust and commitment as two separate paths for building customer loyalty. Although two intervening variables were examined, the presence of both trust and commitment is required for successful relationship marketing (Morgan & Hunt, 1994) . Customers who do not trust the provider will not be committed to the relationship (Nguyen & Mutum, 2012, p. 407) . Moreira and Silva (2015, p. 256) agree with this view and state that "If there is a positive relationship between trust and commitment, then both parties will generate enough value from their interaction and will be prepared to keep their commitment".
Additionally, the same model could be relevant to larger businesses making use of the consultative selling process. According to Newell, Belonax, McCardle, and Plank (2011, p. 307) salespeople have the option either to follow an approach of consultative selling or to form personal relationships to convince a customer to purchase a product. Consultative selling relates to a fact-driven process that entails questioning the customer and then providing a solution that will best address the problem. In contrast, sales consultants forming personal relationships with customers tend to focus more on obtaining an understanding of the customer's personal attributes and experiences. Newell, Belonax, McCardle, and Plank (2011, p. 307) further argue that "consultative task behaviors lead to perceptions of expertise, whereas personal relationship behaviors lead to perceptions about trust". This approach to some extent "reflects the theme in the elaboration likelihood model (ELM) in which messages can be developed using either the central route (consultative), which focuses on fact-based, logic-oriented messages, or the peripheral route (relationship), which presents arguments with more emotionally based messages" (Newell, Belonax, McCardle, & Plank, 2011, p. 307) . While the general notion in practice is to follow either one of the two approaches, Newell, Belonax, McCardle, and Plank (2011, p. 307) conclude their argument by stating that it is more appropriate for salespeople to make use of both techniques for establishing long-lasting partnerships. Consequently, consultative sales personnel should not only provide quality advice after consulting with their clients but also focus on building personal relationships with them. This behaviour would contribute to the building of trust and consequently provide further support for the relationship between quality advice and trust, which was recommended in this study's proposed model.
From a business psychology perspective, the question that is left to be answered concerns the fundamental principles required for engaging consultative personnel and ensuring that they are well trained and motivated to establish trusting relationships. The success of the personal relationship-building approach will depend on the application of appropriate strategies to ensure that employees are engaged and in a position to perform their roles effectively. Possible interventions to implement include employing workers who are able to create trusting relationships with customers (Ben-Gal, Tzafrir, & Dolan, 2015, p. 36) and providing training to develop their interpersonal skills. Future research should investigate this matter further and propose guidelines for improving practice in consultative selling.
LIMITATIONS AND OPPORTUNITIES FOR FURTHER RESEARCH
The current study has a number of limitations and provides opportunities for further research.
Firstly, the context of the study was restricted to South Africa. A similar study could be conducted on a larger scale to measure the perceptions of respondents in multiple countries and could include other constructs that might influence customer loyalty. The study could be repeated in the selling environment of larger organisations, and scale items could be modified or added to further test the application of the proposed model in the consultative selling environment. More research is also needed on the interventions required for ensuring that employees are able to perform their roles effectively in establishing the necessary bond with the customer.
SUMMARY
Insurance agents globally often struggle with clients who do not understand the importance of disciplined saving and of meeting with the insurance agent at least once a year to make the necessary adjustments to their financial plans. It is however essential for these agents to build loyal relationships with their clients and to ensure that they are provided with the necessary advice and support for their financial well-being over the long term. Accordingly, the current study has proposed a model that offers guidelines for insurance agents to foster customer loyalty. The model indicates that it is essential for insurance agents not only to provide quality advice but also to ensure that they build trust and commitment to create long-lasting relationships. The findings of the study could also be of assistance to larger organisations focusing on consultative selling practices, and could assist them in creating solid client relationships that have the potential to deliver great profit. The theoretical and practical contribution of this study thus raises important implications for researchers and practitioners. From a business psychology perspective, more research is required to ensure that the model can be applied successfully in the consultative selling environment.
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